ABSTRACT As a new social phenomenon occurring during the Spring festival in recent years in China, snatching ''WeChat red envelopes'' fever has swept the country. The high popularity of WeChat red envelopes is unusually interesting because of individuals' behavior reflects a trade-off between concerns for the economic consequences and the psychological consequences. Why people prefer to WeChat red envelopes rather than cash envelopes, even when the latter delivery higher economic benefits? Understanding some of the rules governing customers' decision making that affect their preferences regarding the WeChat online red envelopes activities is meaningful. This paper documents the motivations of people for receiving and giving WeChat red envelopes. It constructs and tests four hypotheses to explore these motivations. Three studies are then conducted, which show that the individuals' motivations to snatch red envelopes are influenced by luck-chasing preference, mental accounting effect, motivating-uncertainty effect, and reference dependence. Specifically, individuals tend to pay more attention to the psychological consequences than that to the economic consequences of snatching WeChat red envelopes. Based on these results, theoretical and practical implications are provided.
I. INTRODUCTION
Which entertainment activities were most popular during the 2016 Chinese Spring Festival? WeChat red envelopes is possibly the most frequently mentioned answer among the Chinese. In traditional Chinese culture, it is customary to give children gifts of money in red envelopes at the time of the Lunar New Year, with the intended meaning of blessing and prosperity. However, mobile Internet has altered this Chinese New Year tradition. Initially, the concept of sending electronic red envelopes was introduced by WeChat, a social media with over 400 million users and operated by Tencent [1] , [2] . Due to the competition of Alipay Wallet, snatching WeChat red envelopes became a popular search term on the major media platforms. According to the data released by WeChat, approximately 10.1 billion WeChat red envelopes were sent on the eve of the Spring Festival, with a peak of 810 million sends per minute that extended over three trillion kilometers across 185 countries [3] . Furthermore, the State media report that 32.7 billion WeChat red envelopes were sent over six days, from New Year's Eve to the fifth day of the first month [4] .
WeChat's creativity has made sending and receiving red envelopes or participating in gifting red envelopes convenient by linking the WeChat app to one's bank account. Different forms of red envelopes are exchanged in the form of the WeChat red envelope. One form of WeChat red envelope given to individuals is called ordinary red envelopes, which include two varieties. WeChat users can send a red envelope containing money as a gift to others while also deciding the monetary amount, a process identical to sending traditional red envelopes except for the payment method. People can also send WeChat New Year red envelopes, which contain small auspicious amounts of money, with the amount related to the message of blessing. Another form of electronic red envelopes is sent to groups. Any member of a WeChat group can set the total amount of the red envelope to be issued and the number of recipients in two ways. The money contained in an ordinary WeChat group red envelope will be allocated to group members averagely, but in a snatching red envelopes activity, the money will be allocated randomly in a process we call ''lucky red envelopes in a group''. People will attempt to snatch the group red envelopes and thus to obtain a portion of the money. When a red envelope is issued, whether the amount is a hundred Yuan or more or only one Yuan or less, group looting can result. After the grabbing, in the result list, people will see a crown icon appear before someone's avatar indicating that that person has received the most money. The fun aspect of this game is that the total amount of money is unrestricted. For instance, 10 Yuan can be allocated to 20 or 100 persons, the main motivation to join the game is not to obtain money, though receiving a bit of money is also a good sign for the next year. Additionally, some major television stations employ ''shaking-shaking'', which means that an electronic red envelope was generated through shaking one's automobile or simulating a shaking by clicking button, and other WeChat online activities as interactive television program methods.
The high popularity of WeChat red envelopes is unusually interesting because individuals' behavior reflects a trade-off between concerns for the economic consequences and the psychological consequences [5] , [6] . Grapping electronic red envelops has become a national revelry. The data indicated that Wechat ''shaking-shaking'' shook 810 million times in a minute during the peak period with the broadcast of the Spring Festival Gala in 2015.
Our purpose in this article is to understand some of the rules governing customers' decision making that affect their preferences regarding the WeChat online red envelopes activities. We first review theories of factors concerning possible influences on people's psychological consequences and propose four hypotheses. In what follows, we report on three studies we conducted to learn how psychological consequences affect decision making and could help analyze decision making in the WeChat online red envelopes activities. The final section presents the theoretical and practical implications of our findings for marketers and policymakers.
II. THEORETICAL BACKGROUND
The study propose that individuals particularly appreciate participating in receiving and sending WeChat red envelopes compared with traditional red envelopes because individuals perceive WeChat red envelopes as having attractions different from those of traditional red envelopes. Theoretically, this proposition majorly increases the psychological benefits that people associate with the money contained in WeChat red envelopes.
The psychological consequences of WeChat red envelope activities constitute a strong motivational basis for decision making. The study define motivation as the investment by individuals of resources, including time, money, and effort, to obtain a reward [7] , [8] . Our research aims to reveal potential psychological variables that help explain the behavior of sending WeChat red envelopes. In the following sections, we first discuss why people prefer a WeChat New Year red envelope to an equivalent cash amount and focus on the meaning of the number.
Cultural factors strongly influence consumers' behaviors as well as enterprises' marketing strategies. The luck-chasing preference is commonly exhibited in China, so many Western companies' names and symbols that businesses use to designate themselves in East Asia must be represented differently than in the West to appeal to regional clients and customers. A price that is a lucky number can also increase the possibility of choosing and purchasing both in Chinese and Western countries and an unlucky number has the opposite effect on purchasing. An analysis of A-share market of the Shanghai Stock Exchange shows China's investors' numeric bias in a stock trading code: China's investors have preferences regarding stock trading codes and deliberately avoid stock trading codes ending in ''4''. Another example of the numeric bias is apparent with respect to the prevailing Cantonese society of Hong Kong. Here, many people regard the number 8 as lucky because in Cantonese, the word 8 is pronounced similarly to the word prosperity. People are willing to pay a premium for lucky property. Although not all Cantonese are superstitious regarding the luckiness of the number 8, the similarity in pronunciation represents an added benefit that no Cantonese will reject [9] . A hedonic price model is estimated using transaction data during the booms and slumps of the property market. The results show that flats with lucky floor numbers are sold at a significantly higher price during property booms than during property slumps [10] . Moreover, existing studies report that superstition-driven expectations, which means that consumers are relatively more likely to purchase a product with positive superstitious associations based on its ''lucky'' meaning, cause consumers to make purchase decisions that are counter to economic rationality [11] . This phenomenon is also reflected in the case of WeChat's red envelope activity. When the monetary amount in a red envelope is relatively small, individuals will prefer a red envelope with a lucky number. Additionally, individuals tend to give a red envelope with a lucky number to others, even though giving a higher amount may be important and would have greater utility for the recipient. Due to the evidence regarding the greater importance placed on number compared with monetary amount, our study hypothesize the following:
H1: Individuals pay more attention to the meaning of the numbers than to the amount of the money when the money in a red envelope is relatively low, in which case people prefer a more meaningful number to an ordinary number.
The preferences and decisions in WeChat red envelopes activities are hypothesized to be strategic products of psychological assessment. In addition to the reasons mentioned above, individuals and households will perform a set of cognitive operations, including organizing, evaluating, and keeping track of financial activities by themselves, which have been called mental accounting [12] . In other words, people label and track their money in the framework of mental 5750 VOLUME 7, 2019 accounting [12] , [13] . Standard economic theory generally assumes that money is fungible-that is, units of money are perfect substitutes for each other. Fungibility thus predicts that the income source should not influence individuals' decision making. However, deviating from the economic principle of the fungibility of money, studies suggested that money is commonly labeled at three levels, and money in one mental account is not typically substituted for money in another account [12] , [15] . Thaler distinguishes among three components of mental accounting. The first component captures how outcomes are perceived and experienced and how decisions are made and subsequently evaluated. The accounting system provides the inputs to be both ex ante and ex post costbenefit analyses. The second component involves assigning activities to specific accounts and both the sources and uses of funds are labeled in both real and mental accounting terms. Expenditures are grouped into categories (e.g., housing and food), and spending is sometimes constrained by implicit or explicit budgets. The third component of mental accounting concerns the frequency with which accounts are evaluated and choice bracketing. Accounts can be balanced at varying intervals, such as daily, weekly, or yearly, and can be defined narrowly or broadly. Each component of mental accounting violates the economic principle of fungibles. Consequently, mental accounting influences choice; that is, it matters to decision makers [12] . More relevant to our research, the money obtained from the WeChat red envelopes cannot be substituted with money earned through other traditional methods (e.g., traditional red envelopes and salary). Accordingly, we propose a second hypothesis:
H2: The money earned from a WeChat red envelope attracts individuals more strongly compared with cash because of mental accounting effect.
Yet, WeChat red envelopes are more attractive to individuals than are cash envelopes for other reasons, too. For instance, we can recognize that ''lucky red envelopes in a group'' are highly popular. Other reasons that impel individuals to choose WeChat red envelopes over cash envelopes may relate to the motivations underpinning specifically uncertain processes. Previous research suggests that people pursue wealth creation as their primary goal [15] . In addition, research on consumer behavior shows that people are risk averse and prefer a reward of a certain magnitude to a reward of an uncertain magnitude [16] . These preferences are robust and universal in the context of outcome evaluations. By contrast, research on human behavior indicates that under conditions of uncertainty, individual characteristics may be crucial. People sometimes enjoy uncertainty [17] , and thus, it is possible that a higher percentage of participants would invest resources such as effort, time, or money toward for an uncertain reward compared with a certain reward, even if the uncertain reward has a lower expected value [18] . When the process is uncertain, the economic consequences of the process are also uncertain. A moderate probability of success increases motivation because the task poses a challenge, which increases physiological arousal [19] . Research has also found that uncertainty is exciting and increases motivation by generating positive experience during the pursuit of a reward of an uncertain magnitude, thus increasing the psychological consequences of the activities. In a ''snatching red envelopes'' activity undertaken in a group, the result is uncertain. Therefore, our study propose the following hypothesis:
H3: A reward of an uncertain magnitude can be more motivating compared with a reward of a certain magnitude in the game of ''lucky red envelopes in a group'' in a WeChat group.
Additionally, although there is no gap between the old and the young or between the leader and the subordinate when snatching red envelopes, as the red envelopes are simply a symbol of ''happy new year'' and a tool for sending good wishes, peoples' preferences between group red envelopes and cash envelopes will vary according to monetary amount, which degree of variation is influenced by their wealth. Mental accounting hypothesizes the existence of a reference state [13] , [20] . Our study suggest that wealth is relative, not absolute. Because of the different sources of wealth, there is no substitution among established psychological accounts. Judgment is relative to a natural reference point, that is the gain or loss is based on your feeling and experiences, not absolute.
In the value function of Kahneman and Tversky's [16] prospect theory, mental accounts prompt people to evaluate gains and losses in relative rather than absolute terms. The value function can be regarded as a representation of some central components of the human perceived pleasure machine. Compared with the ''utility function'' of previous economic theory, the value function has three important features. Our study incorporated the first and second features in the following hypothesis, namely, in asserting that changes in reference point influence people's choice. Our study design different income levels for participants to explore the preference of snatching different red envelopes. Holding all other variables constant, our study hypothesize the following:
H4: The preference for snatching red envelopes to a certain cash amount is influenced by the real wealth that individuals possess.
Our study conducted three studies to test our four hypotheses. Study 1 indicates that participants appreciate lucky numbers more in exchanging red envelopes activities when the monetary amount in red envelopes is relatively small and comparable to other methods they would use to express their blessing (H1). Study 2 explores when money obtained from snatching Red envelope activities is more attractive compared with ordinary remuneration and demonstrates that the attractiveness of WeChat envelopes depends on participants' mental accounting and motivations involved in obtaining an uncertain reward (H2 and H3). Study 3 reveals that participants' preferences for a certain cash reward and a snatching activity depend on not only the absolute economic benefits but also their own relative wealth (H4). 
III. STUDY 1
Given the rapid development of the WeChat application, few studies have examined the lucky numbers' positive effect. Previous research has discussed the Mantissa Pricing effect in relation to customers' motivation for purchasing, but in this study, our study explicitly examine luck-chasing preference impacting individuals' decisions concerning both receiving and spreading red envelops. Specifically, this study comprised two tasks. The first task entailed testing whether the social needs positively affected the preference of individuals in WeChat activities. The second task was assessing the roles of the economic benefits and the psychological benefits in individual decision making.
A. METHOD
This study is web-based and collected data using email. Undergraduate and postgraduate students and teachers from our university were invited to participate in the study and were asked to complete a questionnaire, shown in Appendix. Participants were asked to identify their prior experience in WeChat red envelopes (1 = Have prior experience and 0 = Have no prior experience). A lottery for 50Yuan was promoted to encourage participants to fully complete the online questionnaires. Approximately 500 persons registered for the study, of which 392 participants had prior experience and completed the questionnaire (Cronbach's α = 0.8174). Participants without prior experience were excluded from the analysis.
Our study used a conjoint task in which participants were presented with three scenarios of receiving blessings, namely, setting options with lucky numbers, with normal numbers and with unlucky numbers. Participants were asked to indicate their preference for the monetary amount vs. the meaning of the numbers using a 7-pointscale (1 = strongly prefer the money, 7 = strongly prefer the meaning of the numbers). The conjoint task, along with the manipulation of numbers, enabled us to determine whether participants always prefer a more meaningful number to an ordinary number in exchanging red envelopes when the money in the red envelope is relatively small.
B. RESULTS
For each scenario, our study first tested for equality of variances. For Scenario1, Table 1 provides common descriptive statistics of the two options. It is indicated that the preferences of participants for both options differ (38.01% chose option A vs 61.99% chose option B), but not significantly (F(1,390) = 0.986, p = 0.321). To rule out the effect by this new social product, our study make the monetary amount the sole difference in the three options involved in Scenarios 2 and 3.
In Scenario 2, among the three options, A, B, and C, participants indicated that their most highly preferred choice was receiving a WeChat red envelope containing 1.88 Yuan with ''Wish you all success'' printed on the envelope (option A, 91.58%). Although Option C offered the largest monetary amount, only 1.02% participants chose this option, and 7.40% of participants chose option B. Analysis of variance was conducted to detect significant differences among the options at the 0.05 level (p < 0.001). Considering the descriptive statistical data shown in Table 2 , our study demonstrate that participants prefer option A to option B and the least preferred option is option C.
In Scenario 3, participants' choices were affected by the meaning of the monetary amount contained in the WeChat red envelope (p < 0.001). The results show that most participants chose option A (96.68%), and few participants chose the red envelopes containing 4 Yuan (0.26%). This finding supports H1.
C. DISCUSSION
According to the preference statements (M = 6.20, SD=1.27), one reason for the observed difference in which options were selected across the three scenarios may be that participants valued the meanings of the numbers more than they did the monetary amounts.
In Scenario 1, the sole difference between options A and B is the way the red envelopes are dispensed. This difference may be considered trivial in the sense of reflecting the limited extent to which people tend to be more interested in new ways of gift-giving, which also relate to mental account effect. Electronic red envelope is a new phenomenon enabled by information technology, and existing studies have investigated its motivations to adoption from diverse perspectives, such as TAM [21] .
Participants appeared unlikely to give a small amount of cash to their friends. However, when individuals receive a WeChat red envelope containing little money, the pleasure 5752 VOLUME 7, 2019 obtained from that money is not identical to that obtained from cash. Given that a key feature distinguishing WeChat envelopes from traditional envelopes is interactivity, the attribute of interactivity inherent induces several motivations for using WeChat envelopes, including social needs, entertainment needs and information needs [22] , [23] . These needs of participants in WeChat groups strengthen their social contacts and community engagement [24] . Thus, taking the Chinese New Year tradition of gifting money into the digital era to bestow a special blessing can offer additional psychological benefits. The money earned from the WeChat red envelopes will be assigned to specific mental accounts, which differ from ordinary accounts. The participants perceived and experienced greater value when they obtained money from WeChat red envelopes because money in different accounts is not fungible.
Scenario 2 offered the same options for giving blessings. Option A's amount is smaller than the amounts of options B and C. However, because the number 1.88 carries the meaning of good fortune in Chinese culture, a greater number of participants choose A over the other two options, thus reflecting participants' preference for lucky numbers. In Scenario 3, the participants send red envelopes. Many previous studies show that people are more sensitive to losses than to gains [25] . The result of this study was converse: only one person chose option C, which sent the smallest cash amount. The amount of option B is not particularly meaningful, with only 12 participants choosing this option. Participants are influenced by social customs and concomitantly consider the psychological impacts that will be incurred by the receivers. When the cash amounts do not vary considerably between different options, people are willing to pay more to choose a lucky number to convey New Year blessings to friends. Meanwhile, a certain cash amount will be less likely to be chosen if it ends in unlucky numbers. Based on the findings of the study, most participants chose options that indicated that their choices were influenced mainly by the meaning of the numbers rather than by the monetary amount.
IV. STUDY2
Next, we assessed the role of attribution in the participants' snatching red envelope activities during the Spring Festival. We designed three scenarios to examine our propositions under two conditions: when the results of participating in the WeChat red envelope activities are certain and uncertain. In each scenario, participants were asked to express their preference between two situations. We expected participants to be more attracted to snatching WeChat red envelopes in a chat group compared with receiving ordinary WeChat red envelopes.
A. METHOD
Two hundred fifty-two undergraduate and postgraduate students from our university participated in this study. All of them had prior experience in WeChat red envelopes. In a between-participants design, participants were randomly assigned to one of three scenarios. In each scenario, participants were asked to imagine themselves in the following two situations and to express their feelings. After reading the scenarios, participants answered three questions about their appreciation of the two options in each scenario: ''How much would you appreciate the situation?'', ''How pleased would you feel about choosing the situation?'', and ''How much do you like the situation?'' All questions VOLUME 7, 2019 were assessed on a 7-pointagreement scale (1 = not at all, 7 = very much). The study averaged the responses to the three items to measure participants' preferences (Cronbach's α = .925). Then, for each scenario, we asked participants to choose between Options A and B.
B. RESULTS
The order of the scenarios did not affect the dependent measures. The results of participating in the WeChat red envelope activities in the first two scenarios mentioned are certain. Additionally, to ensure other control variables were identical, all participants in the two options receive New Year's Blessings with a WeChat red envelope. The economic value obtained from Option A is also identical to the benefit derived from Option B. Supporting our hypothesis, decision making positively depended on whether the participants could obtain the title of the luckiest person in the group in Scenarios1 and 2. In Scenario 1, participants appreciated snatching the WeChat red envelopes in the group game (M = 6.19, SD = 1.32) more than receiving a WeChat red envelope containing 10 Yuan directly (M = 2.41, SD = 1.36, t(247) = 23.594, p < 0.001). Receiving the title of the luckiest person in the group was also perceived as more attractive in Scenario 2 (M A = 5.64, SD A = 1.39 vs. M B = 2.72, SD B = 1.51, t(247) = 16.636, p<0.001).
C. DISCUSSIOD
These findings indicate that participants prefer Option A when they can obtain the title of the luckiest person in the group in the first two scenarios. The findings also suggest that this effect may be based on mental accounting.
In Scenario 1, considering H2, the study suggests that the economic benefits from the WeChat red envelope will offer individuals different degrees of utility because of mental accounting. Thus, what most affects decision making is not the economic consequences when the monetary amount in the red envelope is relatively small. Without mental accounting, the probability of choosing the two options should be identical. If people use a minimal account frame [20] then they would ask themselves merely how satisfied they are about receiving 10 Yuan and would respond identically in both options.
When we tally the responses, we observe that more than 90% of the participants chose Option A when it conferred on them the title of ''the luckiest person in the WeChat group'' (92.06%, n=232). The crown icon before someone's avatar indicates that the greatest amount of money holds a certain appeal for participants. A reason for the observed difference in choices may be that participants believed that a title of ''the luckiest person in the WeChat group'' could also bring good luck to their lives in the next year. In Chinese culture, people attach great significance to a good omen received during New Year festivities. Winning the crown icon in WeChat's red envelope activity indicates that the person is the luckiest person and is a favorable sign in the eyes of the participants as well.
The components of mental accounting are most influential in decision making in this study. Specifically, the second component of mental accounting involves assigning activities to specific accounts. Both the sources and uses of funds are labeled in both real and mental accounting terms. The money obtained from snatching red envelopes will be grouped into special categories. Then, the outcomes will be perceived, experienced and subsequently evaluated. When participants attain identical amounts of money in Options A and B, the outcome of Option A will be valued more highly than that of Option B because of the best luck sign in Option A. In Option B, individuals received electronic red envelopes, so the money may be placed in a normal mental account group. Compared with the special title designation in Option A, the monetary amount thus holds more utility for individuals in Option B. Generally, this utility is obvious, so people can perceive the mental account effect more clearly, thus directly affecting their decision making (participants seldom choose Option B).
In Scenario 2, we sought to observe the utilities discerned in special mental accounts compared with ordinary mental accounts. As with Scenario 1, Scenario2 asked participants to read two options involving two forms of the WeChat red envelope and to indicate their appreciation for each option. The difference between this scenario and Scenario 1 is that the monetary amount in Option A was reduced to 7 Yuan. Compared with the findings in Scenario 1, we observed a slight inclination towards selecting Option A even when a lower monetary amount is offered (M=6.19 vs M=5.64). Notably, this shift is expected based on the assumption that the mental account effect is being applied. The shift also reveals that individuals pursue benefit maximization. The subject of economic decision making is assumed to be rational according to the presumption of rational economic man in Western economics. That is, the goal of individuals is to maximize benefits. This goal is aligned with the general creed of market conduct. Hence, the slight shift in this phenomenon accords with the general economic phenomenon.
Suppose no mental account exists and people use a minimal account frame [12] ; they would simply be asking themselves how much they wish to obtain and thus would choose Option B. In this hypothetical case, between the two choices, the economic benefits of Option B are greater than those of Option A (i.e., 7 Yuan is less than 10 Yuan, a certain reward), yet only 13% participants thought Option B grants greater utility.
Why are individuals more willing to obtain less money in certain situations? Clearly, psychophysics is a factor in decision making. Receiving 7 Yuan with a title of the luckiest person in the group will be evaluated more favorably in most people's mental accounts. Although mental accounting rules have some flexibility, even mental accounting adheres to certain rules in coding outcomes. Thus, the most pleasing way of thinking about the group title would be purely as ''a good omen'' during the Spring Festival. As mentioned in the discussion of Scenario 1, this utility relating to the title is obvious, thus it also plainly impacts participants' decisions. The yield gap between the two options is not obvious, however, so it is accordingly insufficient to offset the effect of psychological benefits.
A limitation of both Scenarios 1 and 2 is that we assumed a certain reward in the WeChat red envelope activities. Specifically, we asked the individuals to imagine they could get the crown icon in the result list and perceive the amount of their outcome. In reality, individuals often invest resources such as effort, time, or money toward a reward of an uncertain magnitude. Recently, many people paid much attention to the online activities, thus showing to some extent that people sometimes enjoy uncertainty. Subsequently, following the initial scenarios, Scenario 3 discussed participants' preferences regarding an uncertain outcome from participating in the WeChat red envelope activities.
The results supported our hypothesis that people prefer a reward of an uncertain magnitude to a reward of a certain magnitude when they pay more attention to the uncertain process than to the economical result. (80.56% participants chose Option A and 19.44% chose Option B) In Scenario 3, the analysis revealed that the grabbing the red envelope option, received significantly greater endorsement compared with the alternative (M A = 4.94, SD A = 1.73 vs M B = 3.15, SD B = 1.60). The revenue from a group red envelope is uncertain, and the revenue yield gap between the two options thus also becomes uncertain. In turn, fewer participants chose Option A in Scenario 3 compared with Scenario 2 (80.56% versus 88.10%). Although mental accounts continue to affect individuals' behavior, the effect was partly counteracted by the reduction in revenue. Considering, additionally, the uncertain magnitude, the proportion of participants selecting Option A is significantly higher than that selecting Option B (80.56% vs 19.44%, t (247)=8.942, p<0.001).
In line with existing research offering contradictory answers to the question of ''Does uncertainty decrease motivation?''. Study 2 also reports on the motivating-uncertainty effect. People invest more effort, time, and money to qualify for an uncertain reward (e.g., a 50% chance of receiving $2 and a 50% chance of receiving $1) than a certain reward of a higher expected value (e.g., a 100% chance of receiving $2) [18] . This effect arises only when people focus on the process of pursuing a reward, not when they focus on the outcome (i.e., the reward itself). When people focus on the pursuit of a reward, uncertainty generates positive experiences such as excitement and hence increases motivation. In answering our questions, participants' focus centered on the process of reward pursuit rather than on the economic outcome: they believed the uncertain process would increase the fun of the game, which fun implies a positive psychological influence (though it has less economic outcome). Participants indicated: ''I will be happier when I win the group red envelope after an uncertain grabbing red envelope process. Although in Scenarios 1 and 2, I also get the title of the luckiest person in the group, I will feel luckier in Scenario 3.'' These statements can offer evidence for arguments claiming that uncertainty about positive outcomes stimulates positive feelings and arousal (i.e., excitement and enjoyment) [26] , [27] . Thus, the finding that most of our participants believe that a reward of a group red envelope can be more motivating than a reward of a certain red envelope, even if the former option has a lower expected value, shows that uncertainty can be a source of positive experience in some activities, such as WeChat red envelope activities.
Although we rule out exchange tools as a motivational factor, we have not addressed other potential explanations for the results. People perceive outcomes in terms of the value function of Kahneman and Tversky's [20] prospect theory. In Scenarios 2 and 3, we identified that participants' decision will be affected by decreases in revenue, though the effect is not significant. Then, we expanded the outcome of two options to observe the result. We assumed that the preference of an uncertain reward compared with a certain reward is influenced by the real wealth that individuals possess. Thus, we use two comparisons in Study 3 to investigate some of the relevant accounting rules (H4).
V. STUDY 3
Whereas Studies 1 and 2 set the amount of the red envelope at a low level, Study 3 varies the money from 1yuan to 100 Yuan to determine how the mental-account effect and motivatinguncertainty effect will be offset by the increase in revenue. Assume the reference dependence of the prospect theory value function can impact individuals' passion for a group envelope (H4). As a result of our manipulation, participants should express different preferences when they have different amounts of wealth.
A. PARTICIPANTS AND PROCEDURE
Two hundred fifty-two undergraduate and postgraduate students from our university participated in this study. All of them had prior experience in WeChat red envelopes. They read two conditions describing four scenarios, and the order of these scenarios was counterbalanced across participants. To make our explanations more concise, we defined Scenarios 1 and 2 as low-income-level conditions and Scenarios 3 and 4 as high-income-level conditions. Under low-level conditions, participants were asked to imagine that they were students with monthly school subsidies of 300 Yuan. In Scenario 1, participants faced two situations: during the Spring Festival, they can obtain one Yuan in envelopes on their WeChat app. To rule out one of the mental utilities, namely, that people will gain utility from friends' blessings, we asked participants to imagine that the virtual envelope contained one Yuan to be issued from the WeChat app. The second choice is participating in a WeChat group red envelope activity. The monetary amount in the group envelope is also one Yuan, and the money will be allocated randomly by the WeChat application. In Scenario 2, the monetary amount of each situation has increased from one Yuan to one hundred Yuan. Scenario 2 was essentially identical to Scenario 1 except for the monetary amount offered. Participants can choose to gain one hundred Yuan directly or to participate in a snatching group red envelope game. In the latter choice, individuals may obtain the title of the luckiest person, but their revenue will be less than one hundred Yuan. Otherwise, they may not obtain the crown icon and will be allocated only a small portion of the money in the red envelope, with one such portion worth as little as several cents.
The other condition is a high-income level condition used in Scenarios 3 and 4, in which participants were told to imagine that they were white-collar workers, with a monthly income of thirty thousand Yuan. In these two scenarios, the two options are identical in Scenarios3 and 1, and a second set of two options are identical in Scenarios 4 and 2. Participants completed the study in individual sessions.
After reading the four scenarios, participants were asked to choose initially between options A and B. After their choice, we measured participants' evaluation of different choices with their wealth at two levels by using a seven-point scale, which participants used in responding to the following questions: ''Which one do you think brings more utilities to you?''; ''Which one do you think attracts you more?''; and ''For which one do you think the probability of choosing is greater?'' All questions were assessed on a 7-point-agreement scale (1 = ''Option A,'' and 7 = ''Option B''). Furthermore, participants were asked to respond to the following statements: ''How many utility does option A/option B provide you?''; ''How valuable is option A/option B to you?''; and ''How much do you prefer to choose option A/option B?'' (1 = ''none/not at all,'' and 7 = ''a great deal/very''). We measured participants' perceptions of each option by averaging responses to the three items mentioned above (Cronbach's α = .916).
B. RESULTS AND DISCUSSION
A three-way analysis of variance (ANOVA) showed that participants believed that in Scenarios 1, 3 and 4, option B (M=5.31, 5.61 and 5.36) provided significantly more benefit than did option A (M=3.04, 2.76 and 2.88, p < .0001). The participants' preferences for snatching red envelope games in a WeChat group were slightly higher in Scenario 3 than in Scenario 1 (M=5.36 vs 5.31). We predicted that the relative value of the money in the red envelopes compared with the participants' incomes would influence individuals' behaviors. Our data confirmed our prediction (for statistical results, see Table 3 ).
When the amount in the envelopes increased to one hundred Yuan, the results differed for the low-income conditions. Specifically, the proportion of participants choosing to obtain cash directly increased significantly from 14.29% to 91.27%. Participants also believed that participating in the snatching red envelopes games in a WeChat group provided a significantly higher motivation in Scenario 1 than in Scenario 2 (M= 5.31 vs 2.94, t(282)=22.281, p < .0001).Although mental accounts and uncertain processes are of significance to individuals' decisions, the value function of individuals [20] plays a more decisive role in decision making. The value function is defined over gains and losses relative to a reference point. The focus on changes rather than on wealth levels as in expected utility theory reflects the piecemeal nature of mental accounting. Transactions are often evaluated individually rather than in conjunction with other transactions. When participants were asked to imagine that they are students with monthly school subsidies of 300 Yuan, they perceived the cash revenue (for example, one hundred Yuan in this study) was more important than the uncertain process.
An analysis of preferences revealed that the proportion of participants choosing to participate in the snatching red envelope game in the WeChat group did not differ across the two high-income scenarios (94.84% and 86.90%).
The reference point of participants in the high-income scenarios is higher than in the low-income scenarios, thus indicating that the increase in monetary amount (from 1 Yuan to 100 Yuan) is not obvious for the high-income individuals and does not significantly influence their behaviors. Comparing the index across the two scenarios.
revealed that participants preferred option B to option A regardless of whether the monetary amount is one Yuan (M=5.61 vs 2.76, t(282)=23.200, p < .0001)or one hundred Yuan(M= 5.36vs 2.88, t(282)= 11.745, p < .0001).
Finally, we conclude that participants are more likely to prefer snatching the red envelopes under high-income conditions compared with low-income conditions, independent of whether the amount of the money is relatively high (M=5.36 vs 2.94) or low (M=5.61 vs 5.31). Consistent with our previous studies and with H4, the final study indicated that participants' perceptions of choices were significantly related to participants' real wealth. In our study, we considered monthly income to represent participants' owned wealth.
VI. GENERAL DISCUSSION

A. SUMMARY OF RESEARCH
Using three studies, we explored the reasons why the WeChat red envelopes attract people to participate, namely, the motivations underlying individuals' preferences in these online activities. In Study 1, we demonstrated two claims. First, financial services products supported by highly developed Internet technology to satisfy social needs may be more likely to stimulate people's desire to participate in WeChat red envelope activities; second, individuals are keener to pursue a reward that can bring them luck. WeChat serves as a communication tool for exchanging red envelopes in a new and convenient way. The luck-chasing preference impacts individuals' decision making in the case of both receiving and sending envelopes. Holding the method of blessing constant, Study 2 shows that the utility of snatching a ''red envelope'' differs from that of ordinary remuneration. Mental account is another factor in determining utility. Individuals will evaluate an event or option with not only economic accounting standards but also mental accounting principles. Finally, Study 3 shows that even in the case of a simple WeChat game, the reference dependence nonetheless affects individuals' decision making.
B. MARKETING IMPLICATIONS
Although our research explored the motivation of WeChat red envelopes exclusively theoretically, we believe our findings bear important marketing implications for understanding real-world consumer behaviors. We argue that these implications can be beneficial for marketers and policymakers to heed, and we analyze how entrepreneurs may increase profits through new marketing methods.
The first implication of the present research relates to the impact of the luck-chasing preference. It is shown that lucky numbers could increase peoples' irrational purchasing. When sellers price their products flexibly, they may slightly increase each consumer's spending. For example, the type of goods and the sales season can be considered. During festivals (for example, the Spring Festival, Christmas), customers prefer goods priced with a lucky number, even if the price is slightly higher than the normal price. Additionally, customers who buy goods to give as presents also tend to pay attention to the meaning of the price, specifically avoiding unlucky numbers. Hence, marketers can change prices according to the usages of their products and the sales season.
Moreover, the utilities in the special mental account compared with ordinary mental accounts will be greater, and uncertainty might become a stronger motivator as individuals focus on the process more than the outcome. Some marketing strategies could be designed according to these results. For instance, customers will have opportunities to participate in a sweepstakes activity when their purchase amount reaches a certain quantity (e.g., if a consumer buy a computer with 4,800 Yuan, then he can enter a lottery for a large discount or reward by having to contribute only 5 Yuan). This promotion design may slightly increase each consumer's spending, though such slight increases in individual spending could considerably impact the sellers. Furthermore, businesses can also use a social app such as WeChat to promote their own activities. For example, when individuals share a business advertisement or focus on a business's official WeChat public platforms, they could obtain a WeChat red envelope through the app or participate in snatching red envelope activities. In applying our findings to reward programs, one should note the reference dependence effect, too. Marketers should target different consumers and purchases with different types of incentives: when the discount for a purchase is low, it may prove less attractive compared with a lottery. When the discount, relatively speaking, is high, consumers would be less likely to opt in to an uncertain discount compared with a certain reward. Additional ideas can be established: for customers with a high income (usually VIP customers or luxury store customers), interesting probability games may offer greater utility. For instance, after making a purchase, customers can participate in a game by ''shaking-shaking'' on their WeChat or other app, through which participation they may win a lucky gift. For other ordinary consumers, marketers can consider using cash coupons, discounts and other direct benefits to stimulate consumer spending. Currently, Alipay and WeChat launch an innovative activity in many supermarkets, which means that, when customer purchase good by using Alipay or Wechat, the could scan the QR code to receive an uncertain electronic red envelope randomly to pay for the goods. (C) Give your friend a blessing and a WeChat red envelope containing 4 Yuan.
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